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Under the operation system of global integration, a successful brand brings more 
added product value and effect value than any tangible assets. Nowadays, the global 
market competition just is the comparison between brands and their fight.  Brand is 
the life of an enterprise. In such a background, only the beverage enterprise, to carry 
out successful brand strategic management, can be prominent in the high competition 
and achieve the continual development. 
 The thesis chooses Coca Cola, the leading enterprise of beverage industry, as 
the study object and focuses on brand orientation, brand extension, brand renewal, 
integrated marketing communications and so on to study and analyze the multi-brand 
marketing management of Coca Cola and then to sum up the regularity knowing. It 
can be reference for all the beverage enterprises, which means some realistic and 
strategic significance. Meanwhile, the author analyzes the problems for Coca Cola in 
China market and the reasons, that is, constantly failed tea brands of Coca Cola in 
China for the reason of disaccording with the local custom, the crisis for sparkle drink 
with the change of age structure and the increase of health consciousness in China, the 
imbalance development for sub-brands of Coca Cola, and some structural problems 
between brands. At last, the author put forward some suggestion and supposition on 
the mentioned challenge for multi-brand marketing.  
 The study of the thesis can provide the author more deep comprehension of the 
whole marketing and developing orientation for Coca Cola, and provide reference and 
basis for domestic investor and manager in beverage industry. 
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第一章  绪论 
 1





赞誉。世界上第一瓶可口可乐于 1886 年诞生于美国，距今已有 124 年的历史。
它的成功是耐人寻味的，在这里简单介绍下可口可乐的发展史。 
    1886 年 5 月 8 日，在美国亚特兰大的一间实验室里，药剂师约翰·S·彭伯















产、销售。至 2003 年可口可乐公司已经在海外建立了 1200 多家装瓶厂，销量达
















































                                                        














































                                                        

























































































                                                        
3 《品牌战略》 徐莉莉等 2007 

















































                                                        
5 《企业品牌运营模式研究》周玫 2008 














































                                                        

















































                                                        
8 《从单点到并行：聚焦战略的分化趋势与实现路径》 翁君奕 2009 
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